With this overview as a "frame," the December 2005 edition of the JAR presents a range of thoughtprovoking writings on IMC generally and on specific channels and brand-building vehicles, many among them qualifying as genuinely "nontraditional" channels. We hope to provide innovative and useful ideas that will help our readers deploy communication and channels more strategically in order to enhance the uniqueness and value of the marketing assets they steward, or that they help others to steward. Please let us know how we do.
